“Green”: The Search For the Holy
Grall

Sustainability Products and “Green” Marketing
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Overview

What is a green product?

ISO Regulations & FTC Marketing Guidelines

How to Implement Sustainability
Questions




What is a green product?




Green Product Attributes

« Raw Material Inputs
— Rapidly Renewable

— Recycled Content
— Organic
— Toxicity




Green Product Attributes

* Manufacturing Process

— Green/clean manufacturing Xl gl

— Energy Consumption
— Water Consumption

— Waste
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Green Product Attributes

 Distribution
— Where is the product being shipped to/from?
— Shipping method

W SmartWay-

Transport Partner

Getting There With Cleaner Air




Green Product Attributes

 Use of Product
— VOC emissions

— Indoor Air Quality
— CA 01350




Green Product Attributes

* |s the product engaging the end user in
behavior that reduces environmental
: footprint or improves social wellbeing?

b
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Green Product Attributes

* End of Life Disposal

— Biodegradable/compost .‘

* Logistically feasible

« Take Back Program RECYCLABLE
— Reusable

able ‘
— Recyclable '. ’




Green Product Attributes

« Sustainable business practices

People

Economy/ Environment

Profit




- T

Green Product Attributes

“ Natural resource extraction “

energy

Manufacturing of raw materials global warming potential

water

Additional resources

Manufacturing of finished product Embodied energy

distribution eutrophication
Ozone depletion
Consumption and use

l Water consumption

Copyright © 2009 MindClick SGM



“"Green” Marketing

Prevent Greenwashing

Brand ' Category
performance understanding

BRAND ‘
IDENTITY
Segmentation

Y 4
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“"Green” Marketing

 Consumers want to purchase ‘green’
products from sustainable companies




FTC Marketing Regulations

Misleading claims violate section 5 of FTC Act




FTC Marketing Regulations




FTC Marketing Regulations

Have You Been Bamboozled by Bamboo
Fabrics?

FTC, August 2009




“"Green” Marketing

So...How do you protect your brand?




FTC Marketing Regulations

* Apply to labeling,
advertising,
promotional materials
— and ALL other forms
of marketing.

Updated regulations eco in the market
released soon green guides review




ISO Standards

e |SO 14020 Series: Environmental
Labels and Declarations, General
Principles




ISO Standards

 Type 1
Environmental
Labeling (1ISO

#14024:1999)
— 'seal of approval




Indoor
Advantage
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ISO Standards

« Type 2 Self Declared Environmental
Claims (ISO 14021:1999)

— Self declared
— Must be verifiable!




CONTENT

Sustainable

Sustainable sol lutions that won't cost the




ISO Standards

« Type 3 Environmental Declaration
(ISO/TR #14025:2000)




Gaia Product Profile from The Green Standard™

Bringing Complax Environmental end Performance Data info @ Single Inferactive Rescurce for the Sustainebility of All
Diesige, imagarny, fomaf and irdoemation sfruchue are copprighied ord con only be used with parmiasice from ThelhaenStondard.ag

Green Manulacturing Inc.
www, Greendlanlachuring com
Consoct: Greg Greenlife
Greg@Greenmanulocturing.com

T. B00-828-8000 ..—.;,{.\.-. P

45
varming Acid Euiraphication Crzone Depletic smog Formatio Energy

Click for link to Carbon Foolprint Click for link ta Human Health Cancerns
Click for link te Safsty Performance Click for link to Guality Parformance

The Greener Chair's Releva nt Product Certtftcuhons

tain all relavant co 3 L achiaved
mora dedailed L

J.:!o GHEEHEIJAHD SMART P Cick Here o Prnt §

Copyrighted © by The Green Standard™




Which Path?

Source: Robert, K-H. 2000 (The Natural Step)



Which Path?
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Bridging the Chasm

-

Business Sustainability

Integrating sustainability
throughout your organization

Creating your strategy

Determining your
product impact

Promoting your |
sustainability efforts o

Evaluating your

environmental inputs Engaging your

employees
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Step 1: Performance Measurement

PEOPLE Operations
|
AN

Sustainable
Brand

” R&D/

Sustainable Product
Business Development

PLANET PROFIT

Corporate

Governance Stakeholders




Step 2: Sustainability Roadmap

* Business growth

 Brand positioning and communications

« Employee engagement

» Sustainable operations

 Product sustainability

» Corporate social responsibility

 Cost benefit analysis and investment prioritization
« Supply chain integration




Step 3: Sustainability Integration

 Sustainability training/education
» Supply chain purchasing policies

 Brand positioning and
communications

* Resource efficiencies
 Sustainability certification
* Product Life Cycle Assessment

* Product marketing and
eco-labeling




Step 4: Ongoing Measurement &
Improvement

 Brand strength

« Market growth

« Employee retention

« Compliance tracking and certification
« Cost savings




Questions/Contact

Heather Gadonniex
hgadonniex@mindclicksgm.com
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